
The TV playbook for 
online businesses



Increased ecommerce is arguably the biggest Covid behavioural shift



Food delivery / food
subscriptions

Online market
places

Used cars Streaming platforms Price comparison
websites

Technology Social media Exercise Gifting and greeting
cards

Gambling / Lottery

TV is experiencing a surge in spend from ‘online-born’ businesses

Source: Nielsen, Thinkbox-created category of online-born businesses. Brands shown are not the exhaustive list, but account for the majority of spend

+£43m

+£32m

+£25m

+£19m
+£16m

+£12m
+£11m

+£9m
+£8m

+£6m

Jan to Jul 2021 
total spend

Increase in linear TV expenditure, Jan to Jul 2021 vs. Jan to Jul 2019
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235%

137%

26%

72%
∞%

279%
209%

25%



Our 
Brief

What role does TV advertising 
play for online businesses and 
when?

How does TV advertising work 
alongside search advertising? 

How does the role for TV 
advertising vary by life-stage 
or product type? 

Business economists Magic 
Numbers were commissioned 
to conduct the analysis. 

The study used a combination 
of qualitative interviews and 
econometric analysis on 10 
online businesses that have 
successfully used TV 
advertising to drive growth.

The 
Solution



Conducted qualitative interviews with senior client-side 
marketers and media specialists

Source: Magic Numbers, The TV playbook for online businesses (2021)

Cheryl Calverley, 
Eve Sleep

Simon Wilden, 
Goodstuff

Xabi Izaguirre,
Parcelmonkey

Tom Beardmore,
Chamber

Lucas Bergmans, 
Cazoo

Abba Newberry, 
Habito

Chris Seigal,
Harry’s

8 hours of insight from marketers working on online brands week in week out



Comprehensive econometric analysis of 10 brands that have 
seen success through TV advertising 

Source: Magic Numbers, The TV playbook for online businesses (2021)

30 years
of advertising 
experience

£106m 
of spending on 

TV

Over

120m
website visits
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D2C Fintech Category
disruption

Online
services

App

Mobility Mobility Mobility

Multiple considerations were taken into account to 
understand the impact of TV and other media

A range of online born business 
models, specifically brands that 
have seen success through TV 
advertising

Analysis conducted using data 
that was available to buy or 
access through open data 
sources

Limitations with platforms such 
as Facebook and YouTube to 
determine cost per response 

Analysis excludes BVOD as 
unable to attain a three year set 
of data that would be required 
for this specific model

Data sources: Similarweb, BARB, Nielsen AdIntel, Google mobility, ONS, Google trends, CASS, SMMT, Investopedia, news articles



Findings

3 signs it’s time for 
TV

The effects of TV on 
your business

TV drives cost-
effective search

A 2-step approach 
that works

Source: Magic Numbers, The TV playbook for online businesses (2021)



3 signs it’s time for 
TV
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01: A clever new product

“Unless you land two or three points that explain 
our product you're not really going to get people to 
come to the website with the right level of intent in 
the first place. And it's hard to deliver those three 
messages outside of TV.”

Lucas Bergmans, Group Brand Director at Cazoo
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This brand offers a home gym product + online community

Source: Magic Numbers, The TV playbook for online businesses (2021)

They reached 200k visits per week at a cost 300 times lower than their hero product’s price
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This furniture brand saw website conversion improve with TV 
advertising

Source: Advertiser own econometric data 
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Furniture: Weekly TV impacts vs conversion rate

TV brings people that understand the proposition and more likely to buy



02: Need to scale fast

“At HelloFresh we were spending a significant 
amount of our marketing budget on TV every 
month because the category was early stage and 
we had well-funded competitors. 

Chris Seigal, Senior Director, Direct to Consumer at Harry's Inc 
previously Director of Growth, HelloFresh US

“F
am

ily
 M

ea
l” 

–
H

el
lo

 F
re

sh



0

100

200

300

400

500

600

Apr-18 Jul-18 Oct-18 Jan-19 Apr-19 Jun-19 Sep-19 Dec-19 Mar-20 May-20 Aug-20 Nov-20 Feb-21

W
eb

si
te

 v
is

its
 p

er
 w

ee
k 

(0
00

)

2nd hand cars

Effect of paid search alone Effect of TV assisted search Effect of TV alone Other drivers (weather etc) Website visits

This brand is currently driving the digital disruption of 2nd

hand cars

Source: Magic Numbers, The TV playbook for online businesses (2021)

Experimentation 
phase

Scale up 
phase

They reached 0.5m visits per week after scaling up TV spend



03: Run out of efficient online buys

“Your CPC goes up significantly, so your cost per 
engagement goes up significantly. And you’re 
getting over what your target CPA is. Everything's 
become inefficient. And often, that’s the point 
where the business acknowledges, you need to 
start doing offline advertising.”

Tom Beardmore, Director, Chamber
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A typical stage in the life of an online born business

Source: Grace Kite and Tom Roach

It’s a consequence of success, when you’ve already reached everyone that’s easy to convert
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Dieting

Effect of paid search alone Effect of TV assisted search Effect of TV alone Other drivers (weather etc) Website visits

This dieting brand broke through the plateau

Source: Magic Numbers, The TV playbook for online businesses (2021)

By investing into TV they unlocked growth directly and through better response to paid search

The “no more efficient 
buys” plateau

Bump period

Ramp period



Summary –
3 signs it’s time for TV

— You have a clever new product – you need 
to educate and drive visits at the same 
time

— Need to scale fast - you & competitors are 
driving digital disruption of the category

— You’ve run out of efficient performance 
marketing buys and need to look 
elsewhere
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Source: Magic Numbers, The TV playbook for online businesses (2021)



The effects of TV on 
your business
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“We have an amazing video of the founder shooting his web 
analytics platform the night that they ran their first TV spot. And 
he's with his family looking at the counter on GA and saying ‘Yeah! 
This many people on site!’ 

And you can hear him and his family, they’re cheering.” 

“I’ve got a video somewhere of where we're all geeking-out because 
of having the TV on.

Watching the Google Analytics and just going nuts”

“As the spot ran we saw a huge surge in traffic and conversions. 

Seeing visits shoot up, flow through our site and convert remains 
as exciting as the day we launched. 

The excitement doesn't and shouldn’t go away”
Source: Magic Numbers, The TV playbook for online businesses (2021)
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Search volume for 'Vinted'

TV Exposures

R2=0.90

Source: BARB/Google Trends, Jan 2019 – Jul 2021

TV drives immediate impact
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Search volume for 'Omaze'

TV Exposures

Source: BARB/Google Trends, Jan 2019 – Jul 2021

R2=0.91

This is seen in an increase in search volume aligned with TV 
activity
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Search volume for 'Serenata Flowers'

TV Exposures

Source: BARB/Google Trends, Jan 2019 – Jul 2021

R2=0.69

Seasonal factors also impact search volume



Across the 10 brands modelled, TV was the biggest single 
source of traffic

Other drivers
19%

TV
42%

Search
25%

Out of Home
6%

Radio
3%

Social
5%

Breakdown of web visits by driver

Contributing 42% of all visits, around 50m in all

Source: Magic Numbers, The TV playbook for online businesses (2021)
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Gift delivery

Food

Online service

2nd hand cars (A)

FS - Insurance

Dieting

2nd hand cars (B)

FS - Savings

Home gym

FS - Mortgages

TV cost per visit by brand in the modelling

Cost per visit was £1.90-£2.50 for 6 of our 10 brands

Source: Magic Numbers, The TV playbook for online businesses (2021), Google Ads, FS – Financial Services

6 of the 10 brands we 
modelled had a TV cost per 

visit between £1.90 and £2.50

This is a pretty good benchmark to use in planning

• £1.90-£2.50 is a good benchmark

• But there is variation
• Complex financial product

• Simple D2C highly optimised

• Compares favourably to generic 
search cost
• e.g. gift delivery £1-3

• e.g. financial services £5-11
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Website visits and cost per visit by channel

Additionally TV provides scale in a way that other offline 
channels can’t

Source: Magic Numbers, The TV playbook for online businesses (2021)

Ideal for an offline channel is 
to drive lots of visits at a low 

cost per visit

It’s because TV has higher reach – 68% of adults watch ads on live TV every day



First 50%

First 50%

The rest

The rest

0 20 40 60 80 100 120

Out of Home

Brand TV - Peak slots

DRTV - Off peak slots

Radio

Social

Search

Weeks after airing

The duration of advertising effects by channel

TV has the longest-lasting effects

Source: Magic Numbers, The TV playbook for online businesses (2021)

Brand TV has effects 
lasting up to 2 years 

after airing



“The only way we're going to get out of this trap of 
having to keep pushing money in, of 60% of our 
sales being driven by marketing, is by generating 
underlying brand awareness, underlying brand 
strength. The long-term strategic play, that base 
sales layer to fall back on”

Cheryl Calverley, CEO, Eve Sleep
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Summary –
The effects of TV on your business

— An immediate response visible in your 
dashboards

— A big effect at a cost per visit comparable 
to that of search advertising

— Lasting ad effects that grow base sales

Source: Magic Numbers, The TV playbook for online businesses (2021)
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TV drives cost-
effective search
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Most online journeys prompted by TV involve your brand 
name early

Source: Magic Numbers, The TV playbook for online businesses (2021)

Breakdown of web visits by driver

Which means more cost effective search performance

The journeys initiated by ATL channel

66%

20%
14%

63%

13%

24%

59%

16%
24%

Organic or URL/direct Paid brand search Paid generic search

TV Out of Home Radio

TV
42%

Search
25%

Other 
drivers

19%

Out of 
Home

6%

Radio
3%

Social
5%



Click through rates are important

Source: Magic Numbers, The TV playbook for online businesses (2021)

Directly, and because the Google algorithms respond

Sales
Direct traffic 

Organic trafficTime to long click 
and so ranking

Organic search click 
through rate

Paid traffic

Online adspend

Quality score and 
cost per click

Paid search click 
through rate

TV

TV



Brand paid search environment is not a level playing field

Source: Magic Numbers, The TV playbook for online businesses (2021)

“New e-commerce brands haven't been bought by people, or their families, or their 
friends. 

People see them on telly, but if, when they go to Google that brand name, they see a 
name they recognise more they’ll choose that instead. 

Why would you choose Bloom and Wild if M&S or Interflora is there?” 

Cheryl Calverley, CEO, Eve Sleep

You are small, 
competitor is 

big

Competitor gets 
a good CTR on 

your brand 
name

They can buy 
ads for your 

brand cheaply

You always 
have to buy 

your own brand 
terms

It’s much harder to be a smaller, less well known brand



Source: Magic Numbers, The TV playbook for online businesses (2021)

Being small is even harder here

The situation is even worse in generic search

“The big guns come in and competitor x does a campaign

And then you're talking about millions of pounds coming 
into the PPC market that we can't keep up with.” 

CMO, ecommerce brand

You are 
small, 

competitor is 
big

Competitor 
gets better 

CTR on 
generic ads

They can buy 
category 

terms 
cheaply

They have a 
bigger budget 
& get better 

value



Summary –
TV drives cost-effective search

Source: Magic Numbers, The TV playbook for online businesses (2021)

— TV drives cost effective web visits because 
it prompts people to look for your brand not 
the category
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A 2-step approach to 
TV that works
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Start with TV that 
allows test and learn
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Start by targeting low cost visits with an activation film 

Source: Magic Numbers, The TV playbook for online businesses (2021)

Test & learn with a 
activation strategy

Maximize 
reach 

of buyers by 
use of 

higher rating 
dayparts

Minimise cost 
of visits 

by use of lower 
rating TV 

programming and 
dayparts

Brand 
focused film

Response 
focused film



Take advantage of seasonal peaks & cheaper TV periods
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Source: ‘Supercharge: TV for small businesses’, May 2019, Data2Decisions/Work/Thinkbox. Data2Decisions database of smaller brands



Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

£2.5M

£2.0M

£1.5M

£1.0M

£0.5M

TV spend

Start with low budget bursts & build up presence  

Source: ‘Supercharge: TV for small businesses’, May 2019, Data2Decisions/Work/Thinkbox. Data2Decisions optimisations based on database of smaller FMCG brands
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Optimal laydown for different investment levels - FMCG



Shorter TV ads can deliver greater ROI for small advertisers
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Awareness helps activation work harder for new to TV 
advertisers 

Source: ‘Supercharge: TV for small businesses’, May 2019, Data2Decisions/Work/Thinkbox. Data2Decisions database of smaller brands. 
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Weeks

Activation message

Awareness message

+14% sales response 
on activation activity

Weeks

Weeks

Based on an average small retail brand with annual 
brand TV spend of £0.5m and tactical TV spend of 

£200k

The primary role of TV (Especially for newer or 
smaller businesses) should be to drive brand 
awareness.

Once a brand becomes familiar to people, 
activation messages that deliver a call to action or 
highlight offers or promotions, become more 
effective too. 

The research found that there’s +14% increase in 
effectiveness if activation messages follow 
branding campaigns. 



There is a right way to shift into 
brand focussed advertising
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Maximize 
reach 

of buyers by 
use of 

higher rating 
dayparts

Minimise cost 
of visits 

by use of lower 
rating TV 

programming and 
dayparts

The right strategy depends on your circumstances

Source: Magic Numbers, The TV playbook for online businesses (2021)

This insight was provided by media agencies Goodstuff and Chamber

Brand 
focused film

Response 
focused film

Be here if:
Competition is fierce

High ticket price
Long purchase cycle

Mature product/category

Be here if:
Disrupting the category

Need to explain your product
Need to scale fast

Be here if:
Test & learn phase
Clear proposition
Low ticket price

Short purchase cycle
No/little competition



12%

24%
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FS - Insurance

Dieting

Gift delivery

Home gym

Food
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Online service

2nd hand cars (B)

2nd hand cars (A)

% high-reach dayparts within TV

Complex

D2C

High ticket price

Need to scale fast

Our successful TV-using brands generally mixed activation 
and brand TV

Source: Magic Numbers, The TV playbook for online businesses (2021), FS – Financial Services

With the mix in line with the approach we just saw 



Summary –
A 2-step approach to TV that works

Source: Magic Numbers, The TV playbook for online businesses (2021)

— Start with acquisition/response focused TV 
that allows test and learn.

— Depending on your brands circumstances, 
there is a right way to shift into brand and 
reach focussed advertising, which will 
likely involve working with agencies and 
using a different strategic approach.
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In summary

3 signs it’s time for 
TV

TV drives cost-
effective search

A 2-step approach 
that works

Source: Magic Numbers, The TV playbook for online businesses (2021)

The effects of TV on 
your business


